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Covered California Governance
Independent Public Entity with Qualified Board 

Diana Dooley, Board Chair and Secretary of the California Health and Human Services Agency, 

which provides a range of health care services, social services, mental health services, alcohol and 

drug treatment services, income assistance and public health services to Californians

Kim Belshé, Senior Policy Advisor of the Public Policy Institute of California, former Secretary of 

California Health and Human Services Agency, and former Director of the California Department of 

Health Services

Paul Fearer, Senior Executive Vice President and Director of Human Resources of 

UnionBanCalCorporation and its primary subsidiary, Union Bank N.A., Board Chair of Pacific 

Business Group on Health, and former board chair of Pacific Health Advantage

Robert Ross, M.D., President and Chief Executive Officer of The California Endowment, previous 

director of the San Diego County Health and Human Services Agency from 1993 to 2000, and 

previous Commissioner of Public Health for the City of Philadelphia from 1990 to 1993

Susan Kennedy, Nationally-recognized policy consultant, former Deputy Chief of Staff and Cabinet 

Secretary to Governor Gray Davis, former Chief of Staff to Governor Arnold Schwarzenegger, 

former Communications Director for U.S. Senator Dianne Feinstein, and former Executive Director 

of the California Democratic Party 
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Small Business Health Options Program 
Advisory Group Charter

• Purpose: To provide advice and recommendations and serve as a 
sounding board to Covered California to assist in the continual refinement 
of policies and strategies to ensure we offer a unique value to small 
businesses that purchase coverage through SHOP.

• Scope: Provide input on strategies to raise interest in the SHOP and 
ensure that it provides value for small employers.

• Structure: Advisory Group members are selected for an initial two-year 
term and meet quarterly.  The SHOP Advisory Chairperson will serve a 
one-year term.
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Small Business Health Options Program (SHOP)
Advisory Group 

I. Welcome and Introductions
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II. SHOP Operations

SHOP Advisory Group 
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• Enrollment Statistics
• Status of Agent Commissions for SHOP
• Status of Agent Commissions for MediCal
• Questions and Discussion
• Public Comment

SHOP Operations
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SHOP Operations

SHOP Cases & Lives Sold By Effective Date

Effective Date # Groups Subscribers Dependents
Total 

Members

1/1/2014 490 2,449 1,256 3,705 

2/1/2014 242 1,013 484 1,497 

3/1/2014 233 1,147 434 1,581 

4/1/2014 258 1,061 450 1,511 

5/1/2014 206 893 331 1,224

6/1/2014 158 679 300 979

Grand Total 1,587 7,242 3,255 10,497

Average ---- 4.56 2.05 6.61 

Enrollment Statistics
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SHOP Operations

Sales Channel 1/1/2014 2/1/2014 3/1/2014 4/1/2014 5/1/2014 6/1/2014 Grand Total % of Total

Agent Assisted 109 71 46 80 66 55 427 26.91%

Agent plus GA 271 125 129 118 93 77 813 51.23%

Employer Direct 110 46 58 60 47 26 347 21.87%

Grand Total 490 242 233 258 206 158 1,587 100.00%

Groups Sold by Sales Channel & Effective Date

Enrollment Statistics

Lives Sold by Sales Channel & Effective Date

Sales Channel 1/1/2014 2/1/2014 3/1/2014 4/1/2014 5/1/2014 6/1/2014
Grand 
Total % of Total

Agent Assisted 801 434 269 467 344 331 2,646 25.21%

Agent plus GA 2,435 868 1,092 865 676 525 6,461 61.55%

Employer Direct 469 195 220 179 204 123 1,390 13.24%

Grand Total 3,705 1,497 1,581 1,511 1,224 979 10,497 100.00%
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SHOP Operations

Effective Date Blue Shield CCHP HealthNet Kaiser Sharp WHA Grand Total

1/1/2014 521 31 1,053 2,003 54 26 3,688 

2/1/2014 237 16 467 724 38 13 1,495 

3/1/2014 194 32 490 838 7 6 1,567 

4/1/2014 199 40 521 744 37 3 1,544 

5/1/2014 128 5 430 647 3 11 1,224

6/1/2014 146 10 251 560 1 11 979

Grand Total 1,425 134 3,212 5,516 140 70 10,497

% of Total 13.6% 1.3% 30.6% 52.5% 1.3% 0.7% 100.0%

Lives Sold by Carrier & Effective Date

Enrollment Statistics
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SHOP Operations

Region # Region Description 1/1/2014 2/1/2014 3/1/2014 4/1/2014 5/1/2014 6/1/2014 Total
Region % of 

Total

001 Rural North/Sierra 56 6 3 14 27 6 112 1.1%

002 Wine County 333 126 85 98 101 39 782 7.4%

003 Great Sacramento Region 233 42 45 66 33 53 472 4.5%

004 San Francisco 157 52 80 121 91 24 525 5.0%

005 Contra Costa 236 66 59 79 53 24 517 4.9%

006 Alameda 434 115 111 128 95 68 951 9.1%

007 Santa Clara 213 96 121 158 140 54 782 7.4%

008 San Mateo 116 56 75 59 37 11 354 3.4%

009 Monterey Bay 60 21 66 28 52 32 259 2.5%

010 Central Valley North 107 19 48 11 14 72 271 2.6%

011 Central Valley South 98 37 6 11 24 13 189 1.8%

012 South Coast 66 27 56 24 33 45 251 2.4%

013 Southern Desert 7 3 9 19 0.2%

014 Kern 15 16 25 8 8 20 92 0.9%

015 Los Angeles East 335 137 178 209 139 134 1132 10.8%

016 Los Angeles West 451 263 261 175 132 150 1432 13.6%

017 Inland Empire 310 131 133 104 65 52 795 7.6%

018 Orange County 174 104 113 112 85 113 701 6.7%

019 San Diego 294 174 99 139 86 69 861 8.2%

Total 3,688 1,495 1,567 1,544 1224 979 10497 100.0%

Lives (Subs + Dependents) Sold by Rating Region & Effective Date

Enrollment Statistics
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SHOP Operations

Group Size (# of Employees) by Sales Channel 

as of June 30, 2014

Enrollment Statistics

Group  Size

Sales Channel 1-5 6-10 11-15 16-20 21-25 26-30 31-35 36-40 41-45
Grand 

Total

Agent Assisted 327 72 15 8 0 2 2 0 0 426

Agent plus GA 604 153 34 13 7 0 0 1 1 813

Employer 
Direct 263 57 15 6 4 1 1 0 0 348

Grand Total 1194 282 64 27 11 3 3 1 1 1587

% of Total 75.3% 17.8% 4.0% 1.7% 0.7% 0.2% 0.2% 0.1% 0.1% 100.0%
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SHOP Operations

Description As of 7/31/14 % of Total

Total Agents 699

Agents Paid 356 50.92%

Paid week of 8/4/14 88 63.52%

In process 255 36.48%

Status of Agent Commissions for SHOP
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III. Service Center

SHOP Advisory Group 
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• Update and Overview

• Questions and Discussion

• Public Comment

Service Center Statistics
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Pinnacle Service Center Call Statistics

Period June 1, 2014 thru June 30, 2014

Call Statistics Total
Offered 19,722 
Handled 18,286 
Abandoned 1,436 
Transferred 305 

Average Calls Offered 895 

Average Calls Handled 853 

Call Statistics Current Target

Avg Handle Time 9 min. 46 seconds 17 minutes

% Abandoned 7.28% 5% or less

Service Level 88.74% 80% or better

Avg Talk Time 8 min. 53 seconds 15 minutes

Speed of Answer 3  min. 21 seconds 80% in 20 minutes or less*

Service Center Statistics
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Call Center staffing

FTE Temp Open

CSR 33 0 7

Leads 6 0 0

Service Center Staffing 
as of June 30, 2014

Service Center Statistics

Chat Volume by Month E-mail Volume by Month Turnaround Time

April:  740 April:     1,455 4 days

May:  448 May:       1,591 1 day

June:  349 June::     1,433 1 day

Pinnacle Service Center Chat & E-mail Volume
April, May & June 2014



IV. Carriers

SHOP Advisory Group 
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BREAK

SHOP Advisory Group 
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V.  Agent Update

SHOP Advisory Group 
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SHOP Sales

Overview

• Events Calendar
– 2nd & 3rd quarter

• Strategic Sales Planning
– Training

– Territory Alignment

– Business Planning

– Target Agencies

• Grantee Leads
– Tracking



Agent Update / SHOP Sales

Grantee Opportunities Effective Date

Grantee Lead Type Stage 4/1/2014 5/1/2014 6/1/2014 Grand Total

Cal Asian Chamber Bad Lead 0 0 1 1

Pending 0 0 0 0

Closed Won 0 0 0 0

Closed Lost 0 0 0 0

Cal Asian Chamber Total 0 0 1 1

Hispanic Chamber Bad Lead 0 0 7 7

Pending 0 0 16 16

Closed Won 0 0 0 0

Closed Lost 0 0 1 1

Hispanic Chamber Total 0 0 24 24

Small Business Majority Bad Lead 80 17 3 100

Pending 12 5 2 19

Closed Won 0 0 0 0

Closed Lost 8 1 0 9

Small Business Majority Total 100 23 5 128

Grand Total 100 23 30 153

SHOP Grantee Leads
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VI. Marketing & Outreach Update

SHOP Advisory Group 
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• Small Business Outreach

• Agent Marketing

• Small Business Marketing

• Questions and Discussion

• Public Comment

Marketing & Outreach
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Agent Marketing

“Renewal” Ad Campaign for California Broker

Covered California SHOP Print Advertising

Directory Issue August 2014 September 2014
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Agent Marketing

2015 SHOP Renewal Packet

SHOP Renewal to Include…

• Renewal Options Guide (i.e. Employer 

Instructions)

• Employer Rate Summary

• Employer Dual Tier Summary & Pricing

• Employee Worksheet :  Dual Tier 

Options & Renewal Pricing
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Agent Marketing

SHOPWORKS Marketing Tools for Agents
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Agent Marketing

SHOP Seminar Invitations
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COVERED CALIFORNIA 

SMALL BUSINESS MARKETING 

CAMPAIGN
29

SMALL BUSINESS 

HEALTH OPTIONS 

PROGRAM (SOP)



SHOP Marketing Campaign 2014
Phase I (Mar’2014-June’2014) Campaign Recap
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Print Ad Email Blasts

Digital Banner  and Mobile Ads

Objectives:
• Build awareness for the program

• Lead generation/Lead conversion

• Meet enrollment goals

Target Audience:
• Small businesses with up to 50 employees

Phase I (Mar’2014-June’2014) Campaign Results:
Awareness:  

• Delivered over 92M impressions to help drive awareness

Lead generation:

• Resulted in 9000 leads, with average Cost Per Lead of $69 CPL from the 

start of the campaign to $17 CPL toward the end of the campaign.   

Compared to industry B2B benchmark of $264 CPL.

• The improvement in CPC was due optimization throughout the campaign.

• Best performing media vehicles for lead generation purposes:   Mobile, 

Paid Search, Paid Social.

• Digital ads show 23% lift when placed within “Business and Career” 

content.

• Coveredca.com/small-business landing page performed better than 

coveredca.com/shop4business as  users preferred to engage and learn 

more with info provided by CoveredCA rather than submitting their email 

address to receive information.
(A “Lead” is defined as someone who clicks on our online ads and then click “Apply 

Now”, “Get a Quote”, “Find Help Near You”, “Employer paper application/English & 

Spanish” buttons on the small business website.)



SHOP Marketing Campaign 2014
Phase II (Aug’2014 – Oct’2014) Campaign Strategy 
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Campaign Strategy:

1.  Enhance ethnic advertising
• Better ethnic representation visually

• Adjust paid media buy according to ethnic-

owned business distribution (from Census data)

• Add Spanish language advertising

2.  Leverage the individual market’s social media 

platforms (Facebook, Twitter, Google+) to reach 

employees of small businesses

3.  Integrate with broker/agent advertising

4. Continuously apply learnings from previous campaign to 

Phase II campaign

5. Maintain the same objectives of driving awareness and 

driving leads/enrollments.



SHOP Marketing Campaign Aug-Oct’2014
Messaging Strategy 
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Continue to focus on the following key messages 
• Control & Choice – SHOP lets you choose the level of coverage you 

want to offer employees, and lets them choose among all available 

plans at that level. 

• Quality – SHOP offers quality health plans from brand-name insurance 

companies.

• Employee Retention & Recruitment – SHOP’s quality affordable 

health insurance can help attract and retain talented employees.

Supporting Message:  A benefit of SHOP to be 

mentioned when possible.
• Tax Advantages – Small businesses may be eligible for tax credits of up to 50% 

of premium costs.  Only available through Covered California.

• Upcoming Renewals – SHOP is a viable option for upcoming renewals in Fall 

2014 

Call to Action:   
• Contact certified agents for a proposal/quote

• Visit CoveredCA website or call the Call Center to learn more or 

enroll

Future Enhancement:   We will be able to dial-up the “Convenience & 

Simplicity” message once the SHOP enrollment process (online and 

offline) improves.

Control & Choice

Quality of Health Plan

Employee Retention

Tax Credit

Upcoming Renewals

Convenience

Simplicity



SHOP Marketing Campaign Aug-Oct’2014
Earned Social Media 
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Control & Choice

Quality of Health Plan

Employee Retention

Leveraging Individual Market’s Social Media Platforms: 

Facebook, Twitter, Google+ 
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SHOP Marketing Campaign: Aug-Oct’ 2014

Advertising Creatives

Print Ad in English - Multi-Segment  Print Ad in Spanish  - Hispanic Segment  NEW!



35

SHOP Marketing Campaign: Aug-Oct’ 2014

Advertising Creatives

Multi-Segment Banners (English)

Hispanic Segment banners (Spanish)NEW!NEW!

NEW!
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SHOP Marketing Campaign Aug-Oct’2014
Landing Page(s)

ENGLISH

Coveredca.com/small-business

SPANISH

Coveredca.com/espanol/small-business

Website update in progress



SHOP Marketing Campaign Aug-Oct’2014

Media Plan Summary
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Target small businesses cost-effectively in media vehicles most commonly consumed by the target 

audience,  aiming for Cost-per-Lead of  < $50

Print
Multi-
Segment
(English)

• 2 insertions per publications
• Circulations:  24K (LA), 11K (SF), and 10K 

(Sacto)

Print
Hispanic
(Spanish)

• 6 insertions per publication (2x per month) 
• Contextual targeting, within or adjacent to 

Business/Health content
• Circulations: LA Dia a Dia (40K), SD El 

Latino (66K),  Sacto El Hispano (15K)

DIGITAL ADVERTISING
Custom Audience targeting:  50M impressions for General Market, 25M impressions Asian, 6M impressions for African American, 

9M impressions  for Hispanic

Programmatic 
Digital 
Banners
(English and 
Spanish)

Through partners like 

We’ll be able to adjust the media weight based on ethnic-owned small 
business distribution.   Our ads will be on sites such as:
• 247sports.com, accuweather.com, abcnews.com, thestreet.com, 

cnet.com, monster.com, etc.
• Elhispanonews.com, mundohispanico.com, univision.com, 

cosmohispano.com, etc.

• 66 M impressions, with estimated eCPM 
from $1.46 to $3.95

Mobile, Paid 
Search, Paid 
Social

• Target mobile apps small businesses use 
most (Navigation, Finance, Business News, 
etc.) via Admob, Paid Search with Google, 
and social ads with Facebook and LinkedIn.

• Estimated 250K clicks via Admob & Google, 
and 1.3M impressions via FB and LinkedIn



SHOP Marketing Campaign 

Media Weight and Estimated Deliveries
Aug 18, 2014 – Oct 31, 2014
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Segment

Ethnic-owned
businesses as % of CA 

business with paid 
employees*

Plan Media Weight % for 
Phase 2     

(Aug-Oct 2014)
Total Media Spend

(Aug-Oct 2014)

White 70% 67% $301K

Hispanic 8% 17% $80K

African American 1% 2% $12K

Asian 11% 14% $63K

TOTAL MEDIA SPEND $456K

Total Media Spend by Media Vehicle Print (20%) $91K

Digital (80%) $365K

Estimated Deliveries Estimated 
#Impressions

90M impressions total:
• 50M impressions for General Market,
• 25M impressions for Asian, 
• 6M impressions for African American, 
• 9M impressions  for Hispanic

Estimated #Clicks 250K

Est. Cost Per Lead < $45

*Census Data



Small Business Health Options Program (SHOP)
Advisory Group 

Thank you!
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